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Abstract 
Although the number of users has been growing exponentially in SNSs, some SNSs are facing a financial 
crisis and might be shut down in the near future. Therefore, understand users' incentives to switch to another 
SNS has great influence on operators' business performance. The study extended "Push-Pull-Mooring" 
migratory theory to explain the switching behaviors of users in SNS. Structural equation modeling will 
applied to analyze data collected from a filed survey. The result can construct a solid switching framework 
and help operators to understand their customer better. 
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1. INTRODUCTION 
The development of social network sites (SNS) in recent years is a new Internet application that promotes 
interpersonal communication. Pew Research Center conducted a survey of American young adults found that 
more than half of the respondents use SNSs (Lenhart et al., 2010). For example, More than 35 million people 
use Facebook to update their status and spend 10 to 30 minutes communicating with people on their “Friend 
List” daily (Facebook.com, 2012). 
Though the total number of SNSs has been growing rapidly in recent years, some SNSs have closed down due 
to intense competition. For instance, Bebo, usually considered to have a younger user profile - principally, 
school-age children - has also lost out: unique users dropped 24% year on year to 9 million in April 2009. As 
the social networking stage is rife with heavy competition, it is important for service operators to retain their 
current customers as well as to attract new ones. Existing SNS studies have principally focused on the user’s 
intention to participate (Park et al., 2009; Shin and Kim, 2008), the motivation for using SNS among late 
adolescents (Barker, 2009). However, few studies have shed light on users’ migration among SNSs service 
(Liu and Xiao, 2014). User turnover affects the success of an SNS and is therefore crucial in understanding 
the factors affecting users’ behavior to switch SNS services. The key objective of this study is to examine the 
factors that drive users to switch SNS services. 
In this study, we propose a SNS switching model which is adapted from the traditional migratory model to 
demonstrate users’ behavioral intention to switch SNS. Bansal et al. (2005) did the pioneering research 
claiming that customers who switch service providers could be compared to migrants because they move 
between physically separated, real-life service providers, which can be considered as belonging to “distinct 
worlds”. The results can be further compared with the findings from a real-world context like switching 
service providers. 
2. THEORETICAL BACKGROUND 
2.1  Human migration and service migration 
Migration was defined as “the movement of a migrant between two places for a certain period of time” (Boyle 
and Halfacree, 1998). Depending on the length of time involved, migration can be either temporary or 
permanent (Cohen, 1996). Similarly, in online service context, once an operator shuts down the service in the 
virtual world, or users are tired of the activity, they will not visit the activity anymore even if they still hold 
the accounts. This type of user behaves the same as permanent migrants do in the real world. 
In addition, depending on their attributes, migrants can also be classified as voluntary migrants or refugees 
(Jackson, 1986). Voluntary migrants are free to choose their destination and migratory process. Conversely, 
refugees have no choice and must migrate due to natural disasters or wars, regardless of whether they want to 
migrate or not (Cohen, 1996). In the same way, scholars describe consumer switching behavior as voluntary 
or involuntary switching (Keaveney, 1995). Voluntary switching occurs, for example, because of core service 
failures, competition et al.. Involuntary switching, however, is caused by a service provider closing, among 
other things. 
2.2   The Push-Pull-Mooring Migration Model 
In 1885, Ravenstein observed that human migration is influenced by push-pull effects (Lee, 1966). To date, 
the push-pull model is still one of the most common models used to interpret human migration (Cohen, 1996). 
This model regards migration as the consequence of the interaction between the push effect at the original 
place and the pull effect at the destination. Push effects are the negative factors that compel people to leave 
their original place. For example, push effects include a lack of work opportunities, bad climate. Pull effects, 
on the other hand, are the positive aspects of the destination that attract people to it. Better development and 
work opportunities, higher incomes are all examples of pull effects (Lee, 1966). 
However, the push-pull model does not fully account for the migration of individuals. A number of scholars 
have recognized that normative and psychosocial variables are important in migratory decisions. Lee (1966) 
introduced the concepts of “intervening obstacles” and “personal factors” into the discussion of push-pull 
forces. Moon (1995) expanded this Push-Pull model to incorporate mooring concept, proposing the PPM 
model to explain people migration. The PPM model is the dominant paradigm in migration literature and 
reminds researchers those personal issues and cultural values are also important factors in migration (Bansal et 
al, 2005). 
The PPM model has been applied to the marketing discipline. Bansal et al. (2005) maintained that the PPM 
model provided a unifying framework for positioning the predictors found in the existing service switching 
literature, including quality, satisfaction, value et al.. They fit these predictors into the PPM model and found 
it which operated as a useful framework to explain consumers’ switching behavior.  
2.3  Service Switching 
Customer switching is one of the central concepts in relationship marketing, and it refers to the people 
migration between service providers or firms (Keaveney and Parthasarathy, 2001). There are three major 
stream of research on understanding customers’ switching intentions: 1. using process models for customer 
service switching (Roos, 1999); 2. the heterogeneous characteristics between stayers and switchers (Keaveney 
and Parthasarathy, 2001); 3. the factors that drive customers to switch. The last stream has been attracting the 
most attention among researchers (Crosby and Stephens 1987; Oliver and Swan, 1989; Keveney, 1995; Kim et 
al., 2006; Bansal et al., 2005; Liang et al., 2013). Keaveney (1995) has examined reasons for customer service 
switching by critical incidents method. Bansal and Taylor(1999) have examined reasons for customer service 
switching by cognitive models. Compared with relationship marketing in offline environment, research in 
online environment has just recently been attracting increasing attention. For instance, Kim et al. (2006) 
investigated customer intention to switch portal email service. They attempted to understand the association 
between customer satisfactions for service switching. Hou et al. (2011) investigated MMORPG players’ 
switching behavior. However, due to distinction between online and off-line contexts, online customer 
satisfaction was measured in multiple dimensions including: information quality, such as consistency, 
accuracy; system quality, such as feedback mechanism, system performance; and perceived service quality of 
information technology department. 
In addition the elements of service satisfaction, customers’ intention for service switching may also be 
influenced by psychological and non-psychological barriers. Such barriers may be largely associated with the 
availability of alternative attractiveness and perceived switching costs (Anderson et al., 1993; Gwinner, 1998; 
Jones et al., 2002). 
3. RESEARCH HYPOTHESIS 
Figure 1 shows the research model. Second-order factors include push, pull and mooring effects, and each is 
composed of different first-order factors (Law et al., 1998; Chin, 1998). Push effects consists of three: low 
socializing (LSO), low entertainment levels (LEN), and low website system quality (LSQ). Pull effects 
consists of two: alternative attractiveness (AA), peer influence (PI). Mooring effects consists of two: 
switching costs (SC), group cohesion (GC). This section will explain our chose of these factors and their 
positions in the PPM SNS switching model.  
 
Figure 1.  Research model 
3.1 Push Effects 
According to traditional migration, push effects refer to factors that cause people’s discontent towards the 
original residence. SNS could be seen as an information system that helps users to improve their social 
relationship. In analyzing users’ satisfaction towards information system, Delone and McLean (2003) found 
that it is resulted from three antecedents: information quality, system quality and service quality. Based on this 
analog, this study suggests that SNSs that fail to satisfy users’ expectation in these three aspects will push 
users away, a result that is similar to the situation in a migration context: people tend to leave their original 
residence when it fails to provide conditions that sustain their survival.  
Information quality is assessed by evaluating the output quality of an information system. In other words, it 
means that the output of an information system has to be relevant and correct when it is delivered to the user. 
Accuracy, validity, integrity and relevance of the output should be guaranteed (Delone and McLean, 2003). 
People’s main purposes for using SNSs are fulfilling their needs of networking and entertainment, as 
suggested by previous research (Barker et al., 2009; Part et al., 2009). Therefore when considering the 
information quality of a SNS, its ability to fulfill people’s needs in these two aspects is indispensible. System 
quality, which refers to the evaluation of the system itself, is assessed based on its reliability, flexibility, and 
perceived ease of use (Delone and McLean, 2003). It is also users’ evaluation of the SNS system, such as how 
successful the technology is. Service quality, as proposed by DeLone and McLean (2003), is composed of 
responsiveness, accessibility and thoughtfulness. The above mentioned ideas about information, system and 
service quality of SNSs will be discussed in a SNS context below. 
Low information quality (low socializing and low enjoyment) 
Low socializing  
Socializing is considered to be one of the most important concepts in SNS usage (Park et al. 2009). Raacke 
and Bond-Raacke (2008) showed in their study that the majority of college students utilize the SNS for 
reasons such as making new friends and locating old friends. Users have better tendency to continue a specific 
SNS service that is able to maintain or enhance users’ current social ties. Conversely, users tend to discontinue 
a SNS service that is not capable of satisfying their socializing urges. 
Low entertainment  
In order to attract and retain users in a SNS for longer online and active duration, SNS operators offer many 
add-on applications, such as social games. The most attractive of all is the social game, for example, the 
“Farm Ville”. Joining the Farm Ville, users can cultivate plants, keep animals or even steal crops from their 
friends’ farms as an interesting interaction. The emerging social games created a new age in the SNS history; 
users now utilize the SNS platform for usual communication and for entertainment as well (Shin and Kim, 
2008). Park et al. (2009) observed this phenomenon and indicated that entertainment was one of significant 
factors for users to participate in SNS. There are three sub-aspects of entertainment identified in the SNS: the 
perception of entertainment, fun, and excitement. Survey also reported that some people join the SNS service 
because the sense of entertainment bring by social online games-playing (MIC, 2009).  
Low website system quality 
System quality refers to the accountability, flexibility and ease of use of the system. When it comes to system 
quality of websites used for e-commerce, access speed, load-balancing and security are valued the most by 
users (Liu & Arnett, 2000). System quality of SNSs, rooted in websites, is evaluated by its reaction speed: 
how fast the system could access photos or data, run additional applications, or maintain the flow of instant 
message. If the system failed to provide a smooth flow of information on these aspects, then users would 
consider leaving the system due to poor efficiency.  
H1: The likelihood that a user will switch to another SNS is greater when the push effects of the current SNS 
are high. 
3.2  Pull Effects 
Alternative attractiveness 
According to perspective of demography, a destination that offers a better living quality than the origin is 
attractive to migrants (Lee, 1966). The same point of view holds true for the results of studies on service 
switching. Another company that provides quality customer service can induce consumers to switch to the 
new provider (Keaveney, 1995; Bansal and Taylor, 1999; Jones et al., 2000; Bansal et al., 2005). SNS, which 
provide personal commutation and entertainment services mediated by IT, are also within the scope of the 
service industry. A new SNS that is more exciting than an existing SNS and provides better customer service 
will attract users to switch to it. Accordingly, this study presents the pull effects that create switching behavior 
in terms of alternative attractiveness.  
Peer influence 
Peer influence has been considered as a crucial predictor to affect behaviors adopting a new technology (Hung 
et al., 2003). The influence of peers can work through creating “opportunities for new activities, environment, 
or people” for an SNS user. When one receives invitations by a large number of friends, he/she would be 
likely to switch to the alternative new site. 
H2: The likelihood that a user will switch to another SNS is greater when the pull effects of the alternative 
SNS are high. 
3.3 Mooring Effects 
Switching costs 
Migrants might abandon the migratory intention due to the high expenses (Boyle and Halfacree, 1998). The 
concept of migratory cost shares similarities with the concept of “switching costs”. Switching costs refers to 
the price that customers need to pay when turning to a new manufacturer (Klemperer, 1987; 1995; Jones et al., 
2000; Chen and Hitt, 2002; Hou and Chern, 2007). Users also experience switching costs when they switch to 
an alternative SNS. However, currently most SNSs do not charge their users. Therefore the switching cost of 
SNS in this study is defined as after leaving a SNS, the user’s loss of connections built with that particular site 
and the feeling of disappearance of friendship. 
Group cohesion 
The presence of close friends in a particular location will either motivate a person to stay put in the current 
location or to encourage this person to migrate to the new location (Flanagan, 1978). In fact, the search for 
community relation is also an significant reason for joining SNSs (Barker, 2009). Once users perceive to 
belong to a specific group, they will want to continue using the site. On the other hand, when users want to 
switch to a new SNS, co-members in the community of current site may keep them from leaving. 
H3: The likelihood that a user will switch to another SNS is lower when the mooring effects of the current 
SNS are high. 
4. RESEARCH METHOD 
4.1 Instrument development 
A survey instrument was developed based on prior relevant research. Questionnaire items were modified 
slightly from the prior studies to fit our specific research context. There are 8 constructs for a total of 29 items. 
All the questionnaire items are listed in Appendix A. All items were measured using either 7-point Likert 
scale or 7-point semantic differential scales. 
We considered the following three antecedents as push effects: low socializing, low entertainment, low system 
quality. The scale used for socializing (SO) was self-developed by referring to Park’s (2009) study which 
considers users immersed in Facebook group usage. Entertainment (EN) was adopted from Ghani and 
Deshpande’s enjoyment scale (1994). To demonstrate the negative forces of site migration, all scales were 
reverse coding to represent the push effects. The pull effects were measured with alternative attractiveness 
(AA) and peer influence (PI). The AA was measured using the scale described by Bansal et al. (2005).  PI was 
adopted from Hung et al. (2003) scales with 4 items. The mooring effects included switching costs (SC) and 
group cohesion (GC). SC were assessed using Ping’s scale (1993). The GC was measured using four items 
proposed by Hsu and Lu (2007). Finally, switching intentions (SI) as independent variable was measured 
using Zhang’s et al. method (2009). 
4.2 Data Collection 
We will collect data via an empirical online survey with self-selected subjects. Researchers placed a message 
on the most popular portal website Yahoo Taiwan recruiting volunteers who have had experience using SNSs 
to join this survey. Facebook was our primary focus for the study because it is one of the most popular SNSs 
in the world with a large subscriber base (Facebook.com, 2010).  
4.3 Analytical process 
A two-stage approach will use to test the model. First, test for Conbach’ alpha, convergent, and discriminant 
validity were made to examine the reliability and construct validity of instrument. Second, the theoretical 
model was tested by using PLS. This analytical tool was chosen because our research model is a second-order 
formative model. The PLS place minimal demands on sample size and residual distributions (Chin, 1998, 
Fornell and Bookstein, 1982). 
4.3.1 Measurement model 
The study will utilize composite reliability (C.R.) to test the reliability of the questionnaire. In order to verify 
the construct validity of the questionnaire, the study conducted convergent validity and discriminant validity 
tests. We adopted the judging criteria proposed by Fornell and Larcker (1981): convergent validity is reached 
only if (1) the factor loading exceeds 0.7, and (2) the average variance extracted (AVE) exceeds 0.5. 
In discriminant validity test, we first calculated the AVE with factor loading of the standardized path 
coefficient generated by Confirmatory Factor Analysis (CFA). If the square root of the AVE of the concept in 
question is higher than the correlation coefficient between the concept and other concepts, it means that 
variances are better explained with that concept and it has discriminant validity.  
4.3.2 Structural Model 
The SmartPLS package will used to test the hypotheses of our research model (Ringle et al., 2005). The 
analysis strategy involved two-step process. First, the factor loading of these first-order variables and items 
are produced by CFA, so it can be used to obtain the factor score of each first-order variables (Agarwal and 
Karahanna, 2000). Second, the factor scores are taken as the observed score of second-order factors, so to 
simplify the second-order model into a first-order one. The analysis of how pull effects, push effects and 
mooring effects could affect switching intentions is repeated again with PLS to obtain the factor loading of 
each path, in order to verify the hypothesis. 
5. EXPECT RESULTS 
The study is expected to collect data of 400 users, and the hypothesis will be tested by structural equation 
modeling (SEM) using SmartPLS technology. The result will shed light on the important issue of SNS 
switching, fill in the insufficiency in academic research, and provide operation suggestions to operators. 
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Appendix A Survey Instrument 
** Please mail to author d93725009@ntu.edu.tw for request survey instrument. 
